The aim of this study is to evaluate the attractiveness of a shopping centre from the type of retail attributes it has. Shopping centres gain the most patronage from women hence this study is about the retail attributes a shopping centre should have in to attract Malaysian women to patronise and shop there. Past research have focused on shopping centres having product related factors (price, product assortment, quality etc.) as factors that would increase patronage intentions amongst women (Toh & Perumal, 2017) with very little attention placed on the type of retail attributes that may serve to attract women's intention to patronise shopping centres. For this study, a total of 700 questionnaires was distributed and out of this, 423 useable responses were collected and processed. For this study, Smart PLS 3.0 was employed to process for hypothesis testing. The results of this study indicate that the construct of attitude towards a shopping centre mediates the relationship between retail attributes (utilitarian and hedonic) and patronage intention. The use of the decomposed theory of planned behaviour (DTPB) clearly indicate that attitude towards a shopping centre is derived from the retail attributes of a shopping centre.
INTRODUCTION
Shopping is classified as the act of an individual having direct contact with the physical architectural features that are incorporated in the constructions of shopping centres / malls (Said, Gambo & Ismail, 2016) . Shopping is seen as a recreational activity that is undertaken by individuals. According to the International Council of Shopping Centres (ICSC), a shopping centre or mall is defined as one or more buildings that form a complex of shops that represent merchandisers that have interconnecting walkways that enable shoppers to walk from unit to unit (ICSC, 2013) . In order for a shopping centre to be successful, the appropriate market segmentation Attempts to study on the segmentation of shopping centres is prevalent in a study by Ahmed, Ghingold & Dahari, (2007) . This study attempted to distinguish shopping centres indicated that shopping centres provided recreation, amusement and social features and this is separate from the act of purchasing. Apart from this study, there exists little research that was conducted to establish if the retail attributes available in a shopping centre does actually affect women's intention to patronise it. The research model used for this study is based on the decomposed theory of planned behaviour (DTPB) by Taylor & Tod, (1995) . According to Taylor & Todd, (1995) , the constructs of Attitude (ATT), Subjective Norm (SN) and Perceived Hence, the objectives of this study is to predict women's intention to patronage shopping centres. In order to establish this, this study sought to investigate the factors that would affect customer's shopping attitude and patronage intention. Behavioural Control (PBC) in the theory of planned behaviour (TPB) can be decomposed into multidimensional constructs in order to provide for a better explanation as well as to enhance the predictive power for behaviour intention and behaviour. This study undertakes to study the decomposition of only one construct -attitude. For the construct of attitude, the decomposition looks at the perceived ease of use (PEOU), ease of use (EOU) and compatibility (COMP) which affects the attitude towards a particular shopping centre. As such, the impact of these factors on patronage intention with the mediating effect of attitude towards a shopping centre will be addressed. Figure 1 illustrates the conceptual model of the study. Fig. 1 . As such, the impact of these factors on patronage intention with the mediating effect of attitude towards a shopping centre will be addressed. Figure 1 illustrates the conceptual model of the study.
LITERATURE REVIEW RETAIL ATTRIBUTES
Retail attributes play a very important role in creating retail environments that act to stimulate a consumer's desire to purchase or consume a product or service (Kotler, 1973) . According to studies by Zhou & Wong, (2003) and Tai & Fung, (1997) , retail attributes are considered as the conscious design of a shopping environment to produce specific emotional effects of consumers that enhance their purchase probability. Retail attributes are made up of features such as ambience (i.e. non-visual conditions such as store atmosphere and convenience), design (i.e. visual characteristics such as product quality), and social factors (e.g. human variables such as attitudes of retail employees) that a store or shopping centre has (Turley & Milliman, 2000) . Consumer's perceptions are derived from the retail attributes that are available in the store and this helps them form the overall attitudes Patronage intention towards a retail outlet (Darden et al., 1983) . Over the years, the retail attributes available in a shopping centre have always played a role in the formation of a retail image. From the management perspective, retail attributes serve as a market positioning tool which can be used to gain competitive advantage amongst each other. As mentioned earlier by Ahmed et. al. (2007) , shopping centres can choose to differentiate themselves by segmenting the markets and have adopted different image amongst each other. In marketing sense, the segmentation of a market would enable marketers to better target the consumers. As such, the successful market segmentation in the context of shopping centres would enable retailers to identify a group of customers and match them as precisely as possible to the "retail offering" (Newman and Cullen, 2002) . One such example can be derived from the UK fashion sector whereby it exists intense competition and price wars amongst retailers and this has forced retailers to adopt retail positioning that focuses on prices. According to Walters & Laffy (1996) , retail positioning is an integrated strategy that comprises of key management decision areas such as merchandising, store format and design, customer service dimension, and marketing communications. It is through this careful segmentation and retail positioning that retailers can choose a single orientation. For example, Italian shopping centres are positioned as entertainment centres (DeNisco & Napolitano, 2006) . Many other malls / shopping centres have started to concentrate their efforts to create an identity amongst themselves such as a home centre or home deco places. The use of retail attributes as part of the retail positioning strategy has been used previously to study the factors that attract and retain consumers. Consumers that are retained are satisfied customers and they continue to return to the same shopping centre (patronage behaviour) and have a tendency to recommend it to others. Over the years, previous research have centred on the shoppers' choice of one shopping centre over another. The success of a shopping centre is derived from the patronage behaviour of shoppers. A link between retail attributes and patronage behaviour is further explored by a meta-analysis on retail patronage done by Pan & Zinkhan (2005) . In studies that had utilised multi-attribute attitude models which lie in the realm of the general expectancyvalue-approach, the consumer's hedonic and utilitarian evaluation of a shopping centre as well as the value of shopping value is formed by the existence of the retail attribute (Eagly & Chaiken, 1993) . As such this study serves to divide the retail attributes into utilitarian and hedonic retail attributes as a point for evaluation. This is discussed in the subsequent sections.
Utilitarian retail attributes
Utilitarian retail attributes refer to the retail attributes that are in place in order to satisfy the functional and economic need for shopping. Utilitarian retail attributes consist of price, product assortment, convenience, sales personnel and post transaction satisfaction. These retail attributes are crucial and are in place in order to provide satisfaction to shoppers. This study divides utilitarian retail attributes into two different dimensions -Perceived Ease of Use (PEOU) and Ease of Use (EOU). The term PEOU is derived from its use in the IT setting or adoption of technology whereby it is defined as the prospective user's subjective probability on the specified application system would increase his or her job performance whereas EOU is defined as the degree to which the user expects that the systems is effort free. In this aspect, the user expects the systems to be user-friendly (Davis, 1989) . In the retail context, PEOU serves to indicate that utilitarian retail attributes such as price, product assortment and sales personnel being in place to satisfy shoppers whereas EOU indicate utilitarian retail attributes such as convenience being in place to satisfy shoppers.
Hedonic retail attributes
Hedonic retail attributes refer to the retail attributes that serve to stimulate moods and feelings in shoppers. This would consist of the psychological benefits and institutional image that a shopping centre may evoke. Hedonic retail attributes serve to satisfy a shoppers' personal gratification and self-expression associated with the shopping experience. As such, shopping centres serve to provide a pleasant and comfortable atmosphere for shoppers to shop in by generating the ambience to stimulate certain moods amongst shoppers. Previous studies have indicated that shoppers tended to shop in shopping centres that match their self-congruence (Sirgy 1982; 1985) , Sirgy, Grewal & Mangleburg, (2000 ) & Sirgy & Samli (1985 . From this, it can be deduced that self-congruence is the degree to which there exists consistency between the ideal self and the actual self. As such the use of the concept of compatibility (COMP) in retail attributes is used to measure if the value or concept matches the shoppers value. The term Compatibility was originally used to refer to the degree in which the innovation fits into the potential adopter's values, previous experiences and current needs (Rogers, 2003) .
ATTITUDE
As mentioned in the previous sections, retail attributes, whether utilitarian or hedonic serve to either attract or distract shoppers. It is from this that shoppers may hold a perception towards these retail attributes. Perception is the process by which an individual is exposed to, attends to, selects, organises and interprets stimuli. This interpretation happens when people draw upon their experiences, memories and expectations which aids in attaching meaning to a stimulus. Perception tends to be short term and should there be any changes in the attributes would result in changes in perception as well. These perceptions are the starting point of attitude formation. Attitude is defined as an individual's disposition, manner, position, feeling, etc. towards a person or object. We can either have a positive or negative disposition or feeling towards a person or an object (Schiffman & Kanuk, 2010) . People also have attitudes towards places they have been or resided in (Jorgensen & Stedman, 2001) . This is no exception for shopping centres. Shoppers form attitudes towards shopping centres based on their perception towards retailers (Morschett, Swoboda & Foscht, 2005) . To provide for a theoretical explanation for this, the theory of planned behaviour (TPB) represents an approach to predict attitude and behaviour (Ajzen & Fishbein, 1980) . This model has been used to describe an individual's attitude toward an object as a function of the individual's expectancy that that object has certain attributes in which he or she places on those attributes. When applied in the context of retail setting, the evaluation of retail attributes would serve to examine the importance of each attribute. The objectives of this study is to establish the evaluative aspects of retail attributes in the attitudes towards shopping centres. As such, the following hypothesis is derived: H1 : There is a significant relationship between Perceived Ease of Use (PEOU) and Attitude towards a shopping centre. H2 : There is a significant relationship between Ease of Use (EOU) and Attitude towards a shopping centre.
H3 : There is a significant relationship between Compatibility (COMP) and Attitude towards a shopping centre.
Fishbein & Ajzen, (1975) have established that attitude towards a behavior is positively related to intention to engage in a behavior. This is further supported by Schiffman & Kanuk, (2010) whereby a consumers' attitude toward an object or place (retail store) is based on the level of importance that was placed by the consumer towards a store attributes as well as the consumers' perception of the level to which a retail store possesses each attribute. People also form attitudes towards the places they have been to. This was prevalent in the study of attitudes towards location as done by Jorgensen et. al., 2001 . This study called Sense of Place (SOP) established that most people form attachments and develop a sense of belongingness to a place and may have already formed an attitude towards it. With regards to shopping centres, the more favourable people's attitude towards a shopping centre, the more likely they are to patronage a shopping centre. As such, the following hypothesis is derived: H4 : Attitude towards a shopping centre positively influences women's intention to patronage a shopping centre.
This study seeks to establish the use of attitude towards shopping centres as a mediating factor between retail attributes (PEOU, EOU and COMP) and patronage intention. The use of attitude as a mediator is not uncommon as it has been applied in the context of ad effectiveness (Lutz, MacKenzie & Belch, (1983) ; Shimp, (1981) , brand choice as well as purchase intentions (Spears & Singh, 2004) as well as post graduate students towards online shopping (Baharun, Mirghasemi, Rahman & Awang, 2015) . As such, the following hypothesis is derived: H5a : Attitude towards a shopping centre mediates the relationship between PEOU and patronage intention. H5b : Attitude towards a shopping centre mediates the relationship between EOU and patronage intention. H5c : Attitude towards a shopping centre mediates the relationship between COMP and patronage intention.
PATRONAGE INTENTION
There is a need for retail managers to understand the patronage intention of consumers in order to generate a steady flow of shoppers into the shopping centre. This understanding of patronage behaviour is used to measure the relative appeal of a store or department. From this, the reasons as to why customers do or do not shop in certain retail outlets can be derived. Shopping patronage can be viewed as repeat visits or loyalty as a function of actual buying behaviour (purchase frequency or purchase absence). Satisfied customers would view certain features or attributes of a shopping mall and perceive the quality and assortment of merchandise available there as a measure to make purchases. Therefore, it can be deduced that purchasing frequency is as an indication of mall patronage. Previous research in for retail patronage have looked at different aspects of perceived prices and sales persons' attributes (Darian, Wimana & Tucci, 2005) . Other researchers such as Babin, Chebat & Michon (2004) have examined the cognitive and affective determinants of retail patronage.
The concept of retail patronage was further expanded by Teller & Reutterer (2008) to include marketing mix factors and attractiveness dimensions as a basis to form customer evaluations on a shopping centre which would later determine the patronage behaviour of the customer. Retail patronage can be viewed as a long term loyalty towards a store or establishment which results in store choice and frequency of visit.
METHODOLOGY
The data that was collected for this study was done via a mall intercept survey. A total of 423 usable questionnaires were collected from 10 different shopping centres located around the Klang Valley. The selected shopping centres differ in size and age. The human population surrounding these shopping centre consisted of suburban middle-class, urban upper class and multicultural. The duration for data collection was three months which coincided with the yearly events for 'Visit Malaysia Year 2016. The questionnaire utilised for this study contained scaled items which were used to measure the variables under investigation: utilitarian retail attributes (PEOU & EOU), hedonic retail attributes (COMP), attitude towards shopping centres, patronage intention and demographics. In developing the measures for this study, the scales were adopted / adapted from the literature used in this study. The initial measures were further refined pilot tests were conducted in order to enhance face validity. The scale items for all constructs were measured on the Likert scale of 1 to 7. All the questions are measured on a 7 point Likert scale anchored by "strongly disagree" (1) to "strongly agree" (7). Scale items for Attitude are adapted from Jorgensen & Stedman (2001) that was originally used in the setting of Sense of Place (SOP) of properties. The scale items for retail attributes (PEOU, EOU and COMP) are adapted from Lee, Atkins, Kim, & Park (2006) . For the measurement of patronage intention, the scale items were adapted from Sharifuddin, Ramalingam, Mohamed & Rezai (2014) .
RESULTS AND FINDINGS
Before the data is processed in Smart PLS 3.0, rigorous data screening and removal of outliers were first conducted in SPSS version 22. The majority of the respondents were aged between 15 to 24 (79.4%) followed by 25 to 34 (12.8%), 35 to 44 (3.5%), 45 to 54 (1.9%) and 55 to 64 (2.4%). Most of the respondents were Single (89.8%) and did not have children (90.5%). Most respondents possess a Bachelors' degree (45.4%) indicating that the minimum qualification that the respondents had was a degree. Only 61.5% respondents earned less than RM 5000. In order to ascertain model fit it is important to test the model's reliability and validity. The following sections represent the model's reliability along with the validity of it.
MODEL RELIABILITY AND VALIDITY ASSESSMENT
In order to examine construct reliabilities, the Composite Reliability is reported. In this study, the composite reliability figures were all well above 0.70 with the range of 0.804 and 0.845, thus suggesting that the construct reliabilities as being acceptable (Hair, Hult, Ringle & Sarstedt, 2014) . As seen in the table below (Table 1) , the loadings are all above zero and this indicates that the factor has a strong effect on the variable. procedure recommended Preacher & Hayes (2008) rather than the Sobel (1982) test. The reason for this is that it does not have strict distributional assumption (Hair et. al., 2014) . For this procedure, in order to test for mediation strength, the figures for variance account for (VAF) is employed. According to Hair et. al. (2014) , partial mediation is demonstrated when the VAF exceeds the 20% threshold whilst readings of above 80% indicates full mediation. No mediation occurs when the VAF figure is less that 20%. For H5a, the VAF figure is 82.2% which indicates full mediation. For H5b and H5c the VAF figures are 49.7% and 31.1% respectively and this indicates partial mediation. This means that H5a, H5b and H5c is all accepted. 
DISCUSSIONS
This study has provided some interesting insights especially establishing the attitudes of women towards particular shopping centres. The findings have a few implications that should be of primary focus to shopping centre management as well as all relevant parties. Firstly, the respondents for this study viewed shopping as a utilitarian function and thus the intention to patronise a shopping centre highly depends on the utilitarian retail attributes (PEOU and EOU) available in the shopping centre. This means that they the availability of good price promotions, product assortment, convenience, sales personnel and post transaction satisfaction plays a significant role in attracting them to a shopping centre. Most of the respondents did not view that the hedonic retail attributes (COMP) in a shopping centre would actually entice them to patronise it. This indicates that whilst shopping is a leisurely and recreational activity, women were still more willing to derive satisfaction on the utilitarian retail attributes.
CONCLUSION
From the theoretical perspective, the decomposition of the attitude constructs into PEOU, EOU and COMP produces a better reading. Previously, the DTPB was originally used in the technology adoption behaviour. Previous attempts to treat the TPB as decompose the have been found in previous studies. From the management perspective, in order to achieve customer satisfaction and ultimately loyalty, focus should be on ensuring that there is value for money products available that are big on variety. This comes from having the right balance of tenant mix that could offer this. Services provided should be top priority as well. As for hedonic retail attributes (COMP), management should not neglect this portion as well. Perhaps further studies on this area in a collectivist nation like Malaysia should be conducted to ascertain the different stimulus that might entice different groups of shoppers. This research shows that attitude towards a shopping centre mediates the strengths between utilitarian retail attributes (PEOU and EOU) as well as hedonic retail attributes (COMP) and patronage intention. Management of shopping centres should understand the needs and wants of shoppers, react to their concerns and keep them satisfied as well. Basically, the higher the utilitarian retail attributes (PEOU and EOU).
